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Competing Forces Framework of Technology Assimilation:
An Investigation into a Group of Mobile Device Users

Abstract
Despite evidence that competing forces shape adoption and assimilation of technologies, there
is currently no comprehensive model available that explains how such forces impact individually
and socially oriented usage of technology. We distinguish between exploration versus
exploitation forces and individual versus social forces and posit that these play key roles in
shaping assimilation behaviors and usage outcomes. On this basis, we develop the Competing
Forces Framework (CFF) of technology assimilation and validate it by analyzing how a group of
fifteen iPhone users assimilated mobile services over a period of seven months. In doing so, we
draw on data about the antecedent conditions at the time of iPhone adoption, about interactions
within the group and its wider social network, and about how individual usage patterns
developed over the considered time period. Based on the analysis, we describe and explain
how the iPhone was assimilated into the group. As a result, we offer two distinct contributions to
the literature. First, we present the CFF to support further investigation of how assimilation
behaviors and usage outcomes are shaped as social groups adopt new technologies. Second,
we offer new insight into the forces that shape assimilation of mobile devices into a social group
of users.
Key words: Technology assimilation, Competing Forces Framework, mobile devices and
services
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Introduction
The mobile device has evolved into becoming an invisible ready-at-hand extension of most
human beings. Today’s advanced devices combine communication and computing into one
multipurpose gadget that provides users with a considerable variety of services (Bergman
2000). As mobile devices have a one-to-one binding with the user, offer ubiquitous access, and
provide a set of both utilitarian and hedonic functions (Hong and Tam 2006), they are rarely
separated from their owners, and are in use, or ready for use, at all times. As a result, mobile
devices are used for both work and leisure purposes, and users’ experiences with the
technology can therefore be inconsistent.
Lang and Jarvenpaa (2005, pp. 7) note, “the positive and negative impacts of mobile technology
are conceptually inseparable and grow in strength with new releases”. Mobile technology
provides communication options that did not previously exist, thereby creating a condition where
everyone is close and far away at the same time (Arnold, 2003). Similarly, users of
contemporary technologies often find they are confronted with conflicting consequences, such
as new freedoms and new forms of enslavement, experience of control and experience of
chaos, feelings of being intelligent and efficient as well as feelings of ignorance or ineptitude
(Mick and Fournier, 1998). These consequences of technology are called paradoxes. A paradox
allows opposite conditions to simultaneously exist and is a statement that appears selfcontradicting though well-founded and valid (Quine, 1966).
Hence, it is not surprising users of mobile technologies often experience conflicting situations,
i.e. circumstances that prompt them “to take actions whose consequences clash with their
original intentions or expectations” (Lang and Jarvenpaa, 2005, pp. 9). Such contradictory
experiences with mobile devices obviously influence users’ assimilation of the technology. While
contradictions have been used to gain insight into organizational behavior and change in
general (Poole and Van de Ven, 1989; Cameron, 1986), only little research has been conducted
to examine how contradictions influence consumer behavior (Mick and Fournier, 1998).
Specifically, we identified no research that can help understand how contradictory or competing
forces shape consumer adoption and assimilation of mobile devices. On this basis, we draw on
the Competing Values Framework developed by Quinn and Rohrbaugh (1981, 1983) to present
a Competing Forces Framework (CFF) of how mobile device usage behavior is shaped over
time. The framework is validated through a detailed analysis of individual and social forces as
well as exploration and exploitation behaviors that shaped fifteen observed users’ assimilation
of the iPhone over a period of seven months.
2
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In the next section, we review the literature on adoption and assimilation of information
technology (IT) in general and mobile technology in particular. We then develop the CFF of
technology assimilation and present the underlying research design. Finally, we apply the model
to analyze our data from the field study and close by discussing contributions and implications.

Technology Adoption and Assimilation
Technology adoption is the result of a decision-making process in which an individual, group, or
organization considers using a particular innovation (Rogers, 2003). High adoption rates of a
technology indicates considerable impact, however, the long term innovative effects and
benefits occur when users subsequently assimilate the technology, make it their own, and
embed it within their lives. Assimilation refers broadly to the process of incorporating and
absorbing new ideas into an existing cognitive structure. In IS research, however, assimilation is
usually constrained to “the effective application of IT in supporting, shaping, and enabling firms’
business strategies and value chain activities” (Armstrong and Sambamurthy, 1999, pp. 306).
The IS literature generally maintains this focus on technology assimilation in organizational
contexts, with Solo (1966) as an exception providing a theoretical explanation of the capacity to
assimilate advanced technologies into societies more broadly.

Organizational Adoption
One of the most well-known frameworks on adoption of technology into organizations is the
Unified Theory of Acceptance and Use of Technology (Venkatesh et al., 2003). The framework
derived through a review and consolidation of constructs from eight previous models with the
aim of explaining intentions to use and subsequent usage of a technology. While some
researchers do not distinguish between adoption and use of technologies (Carlsson et al., 2000;
Cambell and Russo, 2003), others focus on either adoption (Mahler and Rogers, 1999) or
subsequent assimilation and usage (Bajwa et al., 2004). Fichman (2000) presents a framework
that classifies key constructs and their effects on both adoption and assimilation, and Gallivan
(2001) proposes a framework that incorporates unique processes and factors related to
organizational adoption and assimilation of innovations. Sarker et al. (2005) conceptualize a
model of technology adoption by groups (TAG) in organizations, which incorporates
technological and psychosocial factors to explain technology adoption, where there is
considerable freedom of choice available to the group.

3
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A number of studies investigate adoption of mobile technologies in organizations. As the
majority of mobile users previously acquired their device through work, researchers have
studied mobile adoption in organizations in general, the resulting changes in organizational
structure (Meehan 1998), and the effects on the divide between work and leisure (Nippert-Eng
1996). Palen et al. (2001) study the haziness of work- and leisure-related functions of the mobile
device and Wang and Cheung (2004) examine mobile business-to-business e-commerce.
Harrington and Ruppel’s study (1999) was also conducted in an organizational setting, but they
are among the few to investigate the impact of group values on adoption of mobile devices.

Organizational Assimilation
Though organizational innovation researchers for some time have known that a new IT may be
widely acquired, but only sparsely deployed, Fichman and Kemerer (1997) were the first to
introduce the assimilation gap concept, and develop a general operational measure derived
from the difference between cumulative acquisition and deployment patterns. Purvis et al.
(2001) later confirmed that there often is a significant gap between the adoption and actual
assimilation of complex technologies.
As technology assimilation signifies important outcomes in organizations (DeLone and McLean,
1992; Jaarvenpaa and Ives, 1991; Mahmood and Soon, 1991), recent research has focused on
organizational assimilation of IT. Sabherwal and King (1991) have provided an overview of IT
assimilation research and find that most frameworks are rooted in generic business strategies
and value chain activities (Porter, 1985, Porter and Millar, 1985). Later, researchers have
focused on examining factors that may influence higher levels of assimilation. Armstrong and
Sambamurthy (1999) examine the influence of quality of senior leadership, sophistication of IT
infrastructures, and organizational size; later, Chatterjee et al. (2002) explain the importance of
three other factors to achieve high levels of web technology assimilation: top management
championship, strategic investment rationale, and the extent of coordination. Organizational
assimilation research has also proposed theoretical frameworks to explain success or failure of
information technologies (Purvis et al., 2001; Fichman and Kemerer, 1997; Gallivan, 2001), how
to enhance assimilation (Bajwa et al., 2004), and on understanding the antecedents and
outcomes of IT assimilation (Meyer and Goes, 1998; Zhu et al. 2006).
While research on IT assimilation in organizational contexts is comprehensive, very little
research has been conducted on the group and individual levels. Wong et al. (1998) examine
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factors influencing technology assimilation in Taiwanese IT firms and find that effectiveness is
significantly higher when multidisciplinary and multifunctional teams are involved in assimilation.
While there is considerable research on organizational assimilation of information technologies
in general, assimilation of mobile technologies in organizations is nearly absent in the literature.
Some insights are, however, provided by the literature on appropriation of technology, i.e. the
process through which users go beyond mere adoption to make a technology their own and to
embed it within their social, economic, and political practices. Leclercq (2008) investigate
benefits brought by mobile technologies within ten French organizations and highlight different
factors, such as the role of management, employee empowerment, and personal advantages
for employees that favor mobile technology appropriation by individuals and thereby lead to
organizational effectiveness benefits.

Consumer Adoption
Adoption of IT by individual consumers has been the target of several widely used theories: the
Technology Acceptance Model (Davis 1989; Gefen et al., 2003); the Theory of Reasoned Action
(Ajzen and Fishbein, 1980; Pavlou, 2003); the Theory of Planned Behavior (Ajzen et al., 1985;
Pavlou and Fygenson, 2006); and Moore and Benbasat’s (1991) perceived characteristics of
using an innovation inspired by Rogers’ (2003) Diffusion of Innovations Theory. Walden and
Browne (2009) develop and test a model of observational learning to explain technology
adoption decisions and suggest that observational learning is common in adoption decisions.
They hence provide a valuable tool for understanding sequential adoption of information
technologies. Furthermore, Al-Natour and Benbazat (2009) propose that the decision on how to
utilize an IT artifact in interaction is influenced by already held beliefs about the artifact and the
relationship with it. They present relationship beliefs that help in understanding users’ choices
regarding interactions with IT artifacts.
Researchers have also attempted to explain adoption or lack of adoption of mobile technology
by consumers using a variety of theories relevant to the context they are investigating: how
mobile commerce exposure influences adoption (Bruner and Kumar, 2005; Khalifa and Cheng,
2002); how users create value when adopting mobile banking services (Laukkanen and
Lauronen, 2005); which factors induce users to accept mobile devices to communicate
promotional content (Bauer et al., 2005), and how the application of advertising theory can help
analyze consumer attitude toward advertising via mobile devices (Haghirian and Madlberger,
2005). Dahlberg and Mallat (2002) combine consumer perceived value (Grönroos, 1997), the
5
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Technology Acceptance Model (Davis et. al., 1989), and Network Externalities Theory (Shapiro
and Varian, 1999) to explain managerial implications of consumer value perceptions in relation
to mobile payment service development. van der Heijden et al. (2005) introduce a user
acceptance model that addresses the hedonic value of the mobile device, context relevance,
and perceived risk as major drivers of user acceptance.

Consumer Assimilation
To fully grasp the impact of technology, it is necessary to understand how people incorporate
and absorb technology into their everyday activities. There is, however, only little research on
how consumers assimilate information technologies and mobile technologies.
As mentioned above, the literature on appropriation of technology provides additional insight.
Delaney et al. (2008) explore the philosophical roots of appropriation based on Marx’s theories
and socio-cultural perspectives in an attempt to seek common ground among existing theories
of technology appropriation in IS research.
Focusing on mobile technologies, a recent study by Lee et al. (2009) investigate factors that
affect post-adoption usage changes in mobile data services. While this study did not specifically
investigate assimilation of mobile technologies, it was however concerned with usage changes
during the post-adoption stage. Sarker and Wells (2003) investigate the motivations and
circumstances surrounding mobile device adoption and use from the perspective of the
consumers themselves and, hence, provide a framework of an integrative view of the key issues
related to mobile device adoption and use by individuals. Turning to the appropriations
literature, Carroll et al. (2002) investigate young people’s appropriation of mobile devices and
come up with a set of enabling and inhibiting criteria. Carroll (2004) later argued that
appropriation of information technologies is part of the design process and that the design of a
technology is only completed through users’ appropriation of it. Wiredu (2007) analyze the
appropriation of mobile technologies as a function of motives, conditions of use, and technology
design properties and explain flexibility of mobile computing as a function of the appropriation
process. Finally, Bar et al. (2007) review existing theoretical approaches to technology
appropriation, re-consider them within the Latin American cultural context, and propose a
theoretical framework that can inform an in-depth study of the social, economic, and political
impact of mobile phones in that context.

6

Sprouts - http://sprouts.aisnet.org/10-74

Gaps in Current Knowledge
Our review of the literature, as summarized in Table 1, reveals interesting gaps in current
knowledge. First, we know little about how group values impact mobile technologies; Harrington
and Ruppel’s study (1999) and Sarker et al. (2005) are among the first to shed some initial light
on this important subject.
Table 1. Overview of relevant IS research
General IT

Adoption

Fichman
(2000),
Fichman and
Kemerer
(1997), Gallivan
(2001), Purvis
et al. (2001),
Sarker et al.
(2005),
Venkatesh et al.
(2003),

Mobile
technology

Mobile
technology

General IT

Harrington
and Ruppel
(1999),
Meehan
(1998),
Nippert-Eng
(1996),
Palen et al.
(2001),
Wang and
Cheung
(2004)

Bauer et al.
(2005),
Bruner and
Kumar,
2005,
Dahlberg &
Mallat
(2002),
Davis et. al.
(1989),
Grönroos
(1997),
Haghirian
and
Madlberger
(2005).
Khalifa and
Cheng
(2002),
Laukkanen
and
Lauronen
(2005),
Shapiro &
Varian
(1999), Van
der Heijden
et al (2005)

Al-Natour
and
Benbazat
(2009),
Ajzen and
Fishbein
(1980),
Ajzen et al.
(1985),
Davis
(1989),
Gefen et
al., 2003,
Moore &
Benbasat
(1991),
Pavlou,
2003,
Pavlou and
Fygenson,
2006,
Rogers
(2003),
Walden
and
Browne
(2009)

Adoption

Leclercq
(2008)

Bar et al.
(2007),
Carroll et al.
(2002),
Carroll
(2004), Lee
et al. (2009),
Wiredu
(2007)

Delaney
(2008),
Sarker and
Wells
(2003),

Assimilation

Mobile
technology

Mobile
technology

General IT

Use in
organizations

Assimilation

Armstrong and
Sambamurthy
(1999), Bajwa
et al. (2004),
Chatterjee et al.
(2002),
Fichman and
Kemerer
(1997),
Gallivan,(2001),
Meyer and
Goes (1998),
Purvis et al.
(2001),
Sabherwal and
King (1991),
Zhu et al.
(2006)
General IT

Use by
consumers
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Second, little research has been conducted on how groups and individuals assimilate IT in
organizational contexts. An exception is Wong et al. (1998) study revealing that assimilation is
significantly higher when multidisciplinary and multifunctional teams are involved. Third, we only
found one study focusing on assimilation of mobile technology in organizational contexts;
Leclercq (2008) highlights different factors, such as the role of management, employee
empowerment, and personal advantages for employees that favor mobile technologies
assimilation by individuals. Fourth, while research into consumer adoption of technology is well
developed, we know, at this point, little about consumer assimilation of IT in general and mobile
technology in particular. Also, it is interesting to observe that this body of research overall
suggests that many conflicting forces influence adoption and assimilation of information and
mobile technologies. Nippert-Eng (1996) emphasizes the impact of the divide between work and
leisure and Palen et al. (1996) studied the tensions between work- and leisure-related functions
specifically related to the mobile device. In fact, the utilitarian and hedonic functions of
contemporary mobile devices create paradoxical intentions of use and these may inhibit
assimilation of the technology. Mobile technology also creates the paradoxical notion of
colleagues and friends being close and far away at the same time (Arnold, 2003). Moreover,
users of contemporary technologies may more generally find themselves confronted with
conflicting consequences, such as new freedoms and new forms of enslavement, experience of
control and experience of chaos (Mick and Fournier, 1998). On these grounds, it is not
surprising that users of mobile technology often experience conflicting situations in which they
are prompted “to take actions whose consequences clash with their original intentions or
expectations” (Jarvenpaa and Lang 2005, pp. 9). Interestingly, however, no research that can
help us understand how contradictory forces shape users’ assimilation of mobile devices and IT
in general was identified.
On these grounds, this research was designed with the dual objective of 1) increasing our
knowledge about consumer assimilation of IT, and 2) to develop and validate a model that can
help us understand how contradictory forces shaped assimilation behaviors and outcomes.

Development of Competing Forces Framework
To examine how competing forces shape assimilation of information technologies, this study
draws on Quinn and Rohrbaugh’s Competing Values Framework (1981, 1983). The framework
was developed from research conducted on the major indicators of effective organizations,
where they found that sustained success of firms had more to do with company values than

8
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market forces. The Competing Values Framework operates with three sets of competing values.
The first set of values relates to organizational focus and differentiates between an internal
emphasis on the well-being and development of people in the organization, and an external
emphasis on the well-being and development of the organization itself. The second set of
values relates to organizational structure, and represents the contrast between stability and
control as opposed to flexibility and adaptation. The third set of values is related to
organizational means and ends, with emphasis on processes and final outcomes.
The three sets of competing values are recognized dilemmas in organizational life (Aram, 1976).
The focus dilemma of competing values, people versus organization, conceives that on one
hand, an organization has an ultimate goal of getting tasks accomplished, and the emphasis is
on standardization, measurement, and predictability, and individuality should be removed. On
the other hand, the people in organizations are individuals with unique skills and feelings that
should be taken into consideration. The dilemma here seems to be that when value on the
overall organization is maximized, individual development is reduced. The structure dilemma
concerns how social theorists have emphasized authority, structure, and coordination while
others have stressed diversity, individual initiative, and organizational adaptability. The third
dilemma reflected by means versus ends concerns how the means, such as long research and
development times, may conflict with the aim of reaching an end, such as short term high profit.
This dialectical approach to organizational effectiveness has been found to be a useful and
robust model for organizing and understanding a wide variety of organizational and individual
phenomena, including organizational effectiveness (Quinn and Rohrbaugh, 1983), leadership
competencies (Yukl, 1989), shared leadership in self-managed teams (Yang and Shao, 1996),
organizational culture (Cameron and Quinn, 1999), and leadership roles (Parker, 2004), and it
describes the core approaches to thinking, behaving, and organizing in association with human
activity (Quinn and Rohrbaugh, 1981). Though the framework has proven to be influential and
robust, it has never been applied to adoption and assimilation studies. Still, the long history,
wide applicability, and robustness of the Competing Values Framework provides a strong
potential to explain how, competing forces shape effective adoption and assimilation of
information technologies, i.e. how information technologies are adopted and assimilated by both
organizations and consumers.
In the following, we therefore adapt the Competing Values Framework into the CFF. The
purpose of the CFF is to add to current explanations of human behavior in relation to adoption
and assimilation of information technologies. The CFF posits that the degree to which
9
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technologies are adopted and assimilated can be explained based on three sets of forces for
which, we have found evidence in the literature on information and mobile technologies. The
Competing Forces Framework, adapted from the Competing Values Framework, draws on
forces identified in the adoption and assimilation literature and will be elaborated upon in the
following. The set of values related to organizational structure has been applied to approaches
to technology usage, distinguishing between exploration versus exploitation of technology. The
values related to organizational focus have been adapted into individual level and social level
forces that shape technology adoption. Finally, the values related to means and ends have been
adapted to focus on the objectives, or outcomes, of technology adoption with a distinction
between hedonic and utilitarian use of technology.

Exploration and Exploitation Behavior
The first set of forces is related to exploration and exploitation behavior. A central concern in
studies of organizational learning is the balancing of exploration of new possibilities and the
exploitation of old certainties (March, 1991). The dilemma of balancing exploration and
exploitation is revealed in distinctions made between refinement of an existing technology and
invention of a new one. Exploration is a long-term process, with a risky, uncertain outcome, and
exploitation by contrast is short-term, with immediate, relatively certain benefits. Organizations
face the problem of allocating resources between exploration and exploitation. The same holds
true for consumer adoption of technologies. Consumers possessing new mobile technologies
are constantly faced with the choice of using existing functions and services available or
exploring new ways of using these technologies. Consumers, hence, also face the problem of
allocating the time between exploration and exploitation. Gupta et al. (2006) note that a
definition problem of the dual concepts exists; there seems to be consensus that exploration
involves the pursuit and acquisition of new knowledge, while a similar consensus is lacking on
whether exploitation involves solely the use of past knowledge or whether it also refers to the
pursuit and acquisition of new knowledge, though of a different kind from that associated with
exploration. In this framework, exploration has to do with dynamic efficiency and refers to
“learning gained through processes of concerted variation, planned experimentation, and play”
and exploitation has to do with static efficiency and refers to “learning gained via local search,
experiential refinement, and selection, and reuse of existing routines” (Baum et al., 2000, pp.
768). Hence, learning can be associated with both behaviors.
The literature reveals several examples of how exploration and exploitation of information
technologies are conducive for organizational growth. Lee et al. (2003) examine under which
10
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conditions exploration of a new, incompatible technology drives growth and find that exploration
of new technologies are more likely to increase growth when there are a significant amount of
power users or when a technology is introduced before an established technology takes off.
Kane and Alavi (2007) investigate the effects of IT on exploration and exploitation in
organizational learning by introducing IT enabled mechanisms: email, knowledge repositories of
best practices, and groupware.

Individual and Social Orientation
The second set of forces is related to individual and social orientation. Individual orientation
refers to adoption and assimilation forces resulting from individual behavior within or related to a
social group during a considered time period. In contrast, social orientation refers to adoption
and assimilation resulting from social behavior within or related to a social group during a
considered time period. Individual and social orientation has been a research interest in the
social psychology field for many decades, since researchers (Bovard, 1951; Deutsch and
Gerard, 1955) found that individual psychological processes are subject to social influences.
Social influence has generally been referred to as conformity and looked upon as the
agreement with a visible majority (Jahoda, 1959). Deutsch and Gerard (1955, pp. 629)
distinguish between two types of social influence; informational and normative. They refer to
informational social influence as “the influence to accept information obtained from another as
evidence about reality,” that is, as evidence about the state of some aspect of the individual's
environment. Katz and Lazarzfeld (1955), similarly, apply the term information transfer. Deutsch
and Gerard (1955, pp. 629), furthermore, refer to the term normative social influence, which
covers “the influence to conform to the expectations of another person or group”. Normative
pressure is also covered by Coleman et al. (1966). Two additional types of social influence are
competitive concerns (Burt 1995), which are expressed through competitive adoption and usage
behaviors, and social learning, which occurs through the observation of neighbors’ choices
(Tarde et al. 2008).
In the literature there are several examples of how individual and social orientation shapes
adoption and assimilation of technology. It has for example been established that individual
adoption within an organization is impacted by the individual’s use context; i.e. as employee, as
professional, as private user, or as member of society (Scheepers and Scheepers, 2004). Also
Tscherning and Mathiassen (2010) show how an individual’s social network may influence the
individual consumer’s decision to adopt mobile devices at a very early stage. Hence, it can be
assumed that when social forces, on the decision to adopt and assimilate a technology are
11
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maximized, the individual intention to behave independently may be reduced, and when
individual forces on the decision to assimilate a technology is maximized, the emphasis may
shift away from the social norm. In the mobile literature, Lu et al. (2005) acknowledge that social
influences and personal traits, such as individual innovativeness, are potentially important
determinants of adoption. They model and test these relationships in non-work settings relating
constructs such as intention to adopt and social influences, and find that social influences
significantly contribute to adoption and use of wireless mobile technology. Cambell and Russo
(2003) find that through collective sense-making, perceptions and uses of mobile devices are
socially constructed in close personal networks, and are more similar within the networks than
for the individuals constituting the entire sample. Tscherning and Mathiassen (2010) distinguish
between four types of social influence that impact mobile device adoption; adoption threshold,
opinion leaders, social contagion, and social learning and find that the mobile adopters
investigated had low adoption thresholds, and that social contagion and social learning
impacted early adoption of iPhones, while there was no evidence that opinion leaders impacted
the adoption decision.

Utilitarian and Hedonic Objectives
It is our assumption that all technology users attempt to achieve certain objectives, and
accordingly, analyses of adoption and assimilation must take into consideration the objectives of
the mobile users and the means through which they sustain themselves and attain their
objectives (Georgopoulos and Tannenbaum, 1957). The third set of forces is, hence, related to
objectives with an emphasis on the final outcome, i.e. adoption and higher assimilation. The
means constitute the different activities through which users relate to a technology and they are
covered by the two previous dimensions; exploration and exploitation efforts as well as
individual and social orientation. The objectives are dependent on the quality of the technology
and several researchers have identified product, or technology, qualities that may induce
commercial success. Dahlbom and Mathiassen (1993) suggest three quality dimensions for
user experience: functional quality, aesthetic quality and symbolic quality; and Hassenzahl et al.
(2000) identify three similar quality layers: objective quality, subjective quality, and behavioral
and emotional consequences for consumers. Finally, Creusen and Schoormans (2005), based
on a literature study, identify six quality dimensions: functional, aesthetic, and symbolic quality
as well as ergonomic, attention drawing, and categorization quality. However, in regard to the
adoption and assimilation of mobile technologies, appropriate objectives can be productivityoriented; utilitarian, or pleasure-oriented; hedonic (van der Heijden et al., 2004). The terms
12
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hedonic and utilitarian traces back to the 1950’s when motivational research was a core field of
interest in consumer research (Deci, 1975; Hirschman and Holbrook, 1982; Holbrook and
Hirschman, 1982). Hedonic uses of mobile devices provide self-fulfilling rather than instrumental
value to the user, are strongly connected to home and leisure activities, focus on the fun-aspect
of using the devices, encourage prolonged rather than productive use, and are intrinsically
motivated (van der Heijden et al., 2004). Utilitarian uses of mobile devices provide instrumental
value to the user, which implies there is an objective external to the interaction between user
and device, such as increasing task performance, and are extrinsically motivated (van der
Heijden et al., 2004). Table 2 provides an overview of the constructs used in the CFF.
Table 2. Constructs in the Competing Forces Framework
Dimension

Construct

Definition

References

Exploration

Exploration refers to learning gained through

March (1991), Baum et al. (2000),

processes of concerted variation, planned

Lee et al. (2003), Gupta et al.

experimentation and play.

(2007).

Exploitation refers to learning gained via local

March (1991), Baum et al. (2000),

search, experiential refinement, and selection

Lee et al. (2003), Gupta et al.

and reuse of existing routines.

(2007).

Individual orientation refers to adoption and

Bovard, (1951), Deutsch and

assimilation forces resulting from individual

Gerard (1955), Jahoda (1959),

behavior within or related to a social group

Scheepers and Scheepers

during a considered time period.

(2004).

Use
Exploitation

Individual

Orientation
Social

Utilitarian

Social orientation refers to adoption and

Bovard, (1951), Deutsch and

assimilation

Gerard (1955), Jahoda (1959),

forces

resulting

from

social

behavior within or related to the social group

Tscherning and Mathiassen

during a considered time period.

(2010),

Utilitarian

provide instrumental

Hirschman and Holbrook (1982),

value to the user, are external to the

Holbrook and Hirschman (1982),

interaction between user and device; e.g.

Van der Heijden et al., (2004).

increasing

objectives

task

performance,

and

are

extrinsically motivated.
Objective
Hedonic

Hedonic objectives provide self-fulfilling value

Hirschman and Holbrook (1982),

to the user, are connected to home and

Holbrook and Hirschman (1982),

leisure activities, focus on the fun aspect,

Van der Heijden et al., (2004).

encourage prolonged use of devices, and are
intrinsically motivated.
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These competing forces and objectives are all part of the decision-making process when
organizational actors and consumers adopt and assimilate technologies. Individual orientation
may change the norms in the immediate social network, the organization, or even within an
industry or society; however social orientation of a higher order may also impact the individual’s
adoption and assimilation behavior. Similarly, a certain approach may be the result of
exploitative behavior; however, the objectives may drive the organizations or consumers to
conduct explorative usage behaviors. Figure 1 is a visualization of the CFF.
Figure 1. The Competing Forces Framework

Exploration
Model A: INTUITING
Individual-Explorative means

Model B: INTERACTIVE
Social-Explorative means

Emphasis on individual decision-making with
explorative behavior.
Individual explorative behavior is stronger than
the social norm of the group.

Emphasis on socially oriented
decision-making with explorative
behavior.
Individual’s explorative behavior is
based on the social norm of the group
that is stronger than individual
decisions.

Objectives:
Assimilation outcomes:
•
Utilitarian
•
Hedonic

Individual
orientation

Social
orientation
Emphasis on individual decision-making with
exploitative behavior.

Emphasis on social decision-making
with exploitative behavior.

Individuals’ realized adoption and assimilation
is the result of exploitative behavior.

Individuals’ realized adoption and
assimilation is based on the social
norm of the group that is stronger than
individual decisions.

Model C: IMPROVING
Individual-Exploitative Means

Model D: INTEGRATING
Social- Exploitative Means

Exploitation
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Research Methodology
To validate the CFF of adoption and assimilation of IT, we conducted a field study. A field study
is useful, when researchers wish to apply scientific methods to examine an intervention in
naturally occurring environments rather than in the laboratory (Harrison and List, 2004). This
field study is part of larger project with the aim to investigate the future of mobile devices and
services, and the project organization consisted of two PhD students, one post doc and one
associate professor.

Research Design
The field study was conducted to understand how fifteen mobile users assimilated an iPhone
over time. It was conducted in Denmark, which is among the leading countries in the use of
mobile devices and services (Economist Intelligence Unit, 2008) and therefore an appropriate
venue for studying assimilation of the iPhone. The iPhone was chosen for this study, as it had
just been introduced on the Danish market, and thus comprised a novelty factor that would
possibly engage the study subjects. Furthermore, the iPhone combines multiple gadgets into
one, and represents an ideal object when studying assimilation behaviors. Purposive sampling
provided access to rich data about the participating individuals, their interactions with each
other, and their usage behavior. Purposive sampling techniques are primarily used in qualitative
studies, when the aim is to select individuals based on a specific purpose associated with
answering the research question (Teddlie and Yu, 2007) and extending emergent theory
(Eisenhardt 1989). In this study, the aim was to gain access to a group of individuals that were
part of the same social group to examine how competing forces influenced each individual’s and
the group’s assimilation of the iPhone over the considered time period.
The selection of participants for the study was based on an initial evaluation of forty four
students, enrolled in the same master’s program at a Danish University. The potential
participants completed a survey on the topic and on specific diversity criteria. The selected
fifteen participants consisted of seven males (47%) and eight females (53%) with age ranging
from 22 to 51 years. The participants also diverged in regard to family demographics, income
level, Scandinavian nationality, and experience with mobile devices, which ensured a dispersion
of attitudes, experiences, and habits in adoption and assimilation patterns. It was, however,
important that all participants were part of the same social group in order to examine the impact
of social forces. We argue that this is in fact the case, as master students in Denmark in the
same program all take the same courses for the duration of two years. This particular group of
15
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students had just started their studies one month prior to the beginning of the study. The
participants were offered a free iPhone in the study period including a subscription plan with the
network provider. If the participants were to use the phone outside the subscription plan they
would have to finance this use themselves. The reason for this decision was to mitigate false
usage as the participants were prompted to think about usage, as they would have been if they
were to pay themselves. Table 3 summarizes the demographic variables of the fifteen
participants.
Table 3. Demographic variables of participants
Demographic
construct

Variables

Sex

Female

8

53%

Male

7

47%

< 30 years

10

67%

30 > < 40 years

4

26%

40 > < 51 years

1

7%

< 6000 DKK

5

33%

6000 DKK > < 10000 DKK

5

33%

10000 DKK >< 15000 DKK

4

27%

No reply

1

7%

Danish

13

86%

Norwegian

1

7%

Swedish

1

7%

Age

Income level

Nationality

# of participants

% of participants

Data Collection
The data collection took place from mid September 2008 to ultimo March 2009. The study was a
cross-sectional study with multiple snapshots (Orlikowski and Baroudi, 1991), as thirty semistructured interviews, three surveys, three focus group interviews, and fifteen 24-hour diaries
were conducted and collected during this period in order to get rich insights into the assimilation
process. Furthermore, data from the network operator were collected, in order to analyze all
16
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fifteen participants’ actual usage behavior. The resulting opportunities for data triangulation
provide strong support in the investigation of the research objectives (Eisenhardt 1989). The
triangulation of data had several advantages: the interviews, diaries, and focus groups
increased the likelihood of capturing the mobile users’ subjective connotations and their
constructed reality in an attempt to uncover what they give status and meaning and why. The
three surveys conducted during the study period provide insight into beliefs, intentions, and
usage behavior and the changes that occurred over time. The actual usage data from the
network provider allows us to capture actual usage and compare this data with the interview and
survey data. Table 4 provides an overview of the collected data in the field study during the
seven month period.
Table 4. Field Experiment - Data Collection
Data collection
method

Participants

Time (MM-YYYY)

Duration (H:M)

Content / Constructs

Semi-structured
interviews #1

15

11-2008

0:20

Adapted user interface of the
iPhone, functions and
applications used.

Semi-structured
interviews #2

15

02-2009

0:20

Usage behaviors.

Survey 1: pre-study

15

08-2008

0:39 (average)

Survey 2: mid-study

15

12-2008

0:35 (average)

Demographics, emotions, social
network, PC usage, mobile
device usage, the iPhone.

Survey 3: end-ofstudy

15

03-2009

0:50 (average)

Focus group #1a

4

11-2008

1:45

Focus group #1b

5

11-2008

1:45

Focus group #1c

5

11-2008

1:45

Diaries

15

11-2008

24:0

Usage within a 24 hour period.

Actual usage data

15

08-2008 – 03-2009

Whole period

Call, text messaging, and access
to mobile internet.

Functional, social, emotional,
epistemic, and conditional value.
Ranking of values.

The project team conducted the data collection. Two of four researchers conducted the
interviews/focus group interviews. The first survey was printed and conducted on paper, in order
to decide, which respondents were offered participation in the study, while the second and third
surveys were available to the respondents via the survey web site SurveyMonkey. All interviews
were tape-recorded with the permission from the respondents and were then transcribed. The
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interview guides included different topics of interest (see table 4). These topics were chosen for
their relevance to individual researchers and relevant theories. Interviews lasted approximately
20 minutes and the focus group interviews lasted between 90 and 120 minutes. During the
interviews, one researcher was leading the interview and discussions, while one researcher was
taking notes.
As mentioned above, the data were collected from mid-September 2008 to ultimo March 2009.
The data collection has been divided into three phases; the probing phase from mid-September
to ultimo November 2008, the informed phase from primo December 2008 to ultimo January
2009, and the proficient phase from primo February to ultimo March 2009. This division allows
us to detect changes in assimilation patterns over time.
Table 5 shows the type of data collected and at what time during the study.
Table 5. Data Collection Methods and Timeline
09
2008

10
2008

11
2008

12
2008

01
2009

02
2009

03
2009

The probing phase
Survey 1: pre-study

x
x

Diaries

x

Semi-structured interview #1

The informed phase
x

Focus group #1a

x

Focus group #1b

x

Focus group #1c

x

Survey 2: mid-study
The proficient phase

x

Semi-structured interview #2

x

Survey 3: end of study
Actual usage data

x

x

x

x

x

x

x
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Data Analysis
The data were analyzed using the qualitative data analysis (QDA) software, Atlas.Ti. Specific
coding principles were adopted to establish common ground before the coding began; quotes
had to be specific for the chosen code, and therefore not all quotes should necessarily be
coded. As data were collected to fulfill the research objectives of four researchers, some quotes
would necessarily not be relevant to this research purpose. Furthermore, consistency in the
coding was required, so that for certain top-level codes one or more sub-level codes should be
coded as well.
A coding scheme was then developed based on the following procedure:
Figure 2. Coding processes
STEP 1 - Coding Scheme Development
•

Development of initial coding scheme based on the Competing Forces Framework.

•

Include definitions, references and examples in the coding scheme.

STEP 2 - Pilot Test
•

Pilot test of coding scheme. Analysis of transcribed interviews.

•

Results: Two changes made to coding scheme.

STEP 3 - Inter-coder Reliability
•

Two authors’ independent coding of interviews.

•

Comparability session where reliability was calculated.
3a: Test 1

3b: Test 2

•

Inter-coder reliability = .7826

•

•

Four changes made to coding scheme

Inter-coder reliability = .8666

STEP 4 – Coding Scheme Approval
•

Final approval of coding scheme.
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First, the two authors identified, discussed and agreed upon an initial coding scheme based on
the developed Competing Forces Framework. This scheme included the constructs identified
previously in this paper with a number of sub-domains for the top-level domains. The scheme
included detailed definitions of top-level domains and sub-domains.
Second, a pilot was conducted. During this pilot, one author independently coded one interview.
The coded interview was reviewed by the second author and was then discussed to resolve any
differences, and the coding scheme was revised so that it was clearer and more concise and
applicable. Two changes were added to the coding scheme.
Third, an inter-coder reliability test (or inter-coder agreement) was conducted (Tinsley and
Weiss, 1975, 2000). As observed by Singletary (1993, pp. 294) “if the coding is not reliable, the
analysis cannot be trusted”, and it is therefore important to adequately establish and report
inter-coder reliability. Inter-coder reliability is the most well known measurement for determining
whether independent coders evaluate a text and reach the same conclusion. It measures “the
extent to which different coders tend to assign exactly the same rating to each object” (Tinsley
and Weiss, 2000, pp. 98).
The inter-coder reliability test involved the two authors independently analyzing an interview
transcript and assigning codes to quotes in the text. The authors then had a comparability
session, where each coded quote from the text was compared. The authors noted the following:
1) total number of codes in the text, 2) the number of codes the authors agree on, and 3) the
number of codes the authors disagree on. Then the number of codes, the authors agree on was
divided by the total number of codes in the text and the inter-coder reliability was found.
There are no established standards to what constitutes an acceptable level of reliability,
however Neuendorf (2002) has, based on an extensive review, determined that “coefficients of
0.90 or greater would be acceptable to all, .80 or greater would be acceptable in most
situations, and below that, there exists great disagreement” (pp. 145). The inter-coder reliability
was measured to .7826. The authors then discussed the coding to resolve any differences. The
coding scheme was revised again and a second inter-coder reliability test was conducted, and
the inter-coder reliability was measured to .8666. It was then determined that this level is
acceptable, and the coding scheme was approved. The coding scheme was then created in
Atlas.Ti. Each of the transcripts were also imported into Atlas.Ti and coded according to the
scheme. Table 6 shows the final coding scheme consisting of two top-level and six sub-level
codes used for analyzing the data.
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Table 6. Coding Scheme
Sub-level
code

Description

References

Means support adopters in relating to a technology and attaining specific outcomes.
Exploration

Exploration

results

processes

of

in

learning

concerted

gained

variation,

through

March (1991), Baum et al. (2000), Lee et

planned

al. (2003), Gupta et al. (2007).

experimentation and play.
Exploitation

Exploitation results in learning gained via local search,

March (1991), Baum et al. (2000), Lee et

experiential refinement, and selection and reuse of

al. (2003), Gupta et al. (2007).

existing routines.
Individual

Individual orientation result in individual behavior

Bovard, (1951), Deutsch and Gerard

orientation

within or related to a group during a considered time

(1955), Jahoda (1959), Scheepers and

period.

Scheepers (2004).

Social

Social orientation results in social behavior within or

Bovard, (1951), Deutsch and Gerard

orientation

related to the group during a considered time period.

(1955), Jahoda (1959), Tscherning and
Mathiassen (2010).

Objectives are intentions and preferences that impact behaviors and outcomes during technology assimilation.
Utilitarian

Hedonic

Utilitarian objectives are motivated by an outside

Hirschman and Holbrook (1982),

benefit, external to the system-user interaction, such

Holbrook and Hirschman (1982), Van der

as improving to performance. Motivated extrinsically.

Heijden et al., (2004).

Hedonic objectives specify the extent to which

Hirschman and Holbrook (1982),

enjoyment can be derived from using the system as

Holbrook and Hirschman (1982), Van der

such. Motivated intrinsically.

Heijden et al., (2004).

The coding of the collected data resulted in 1293 coded quotes from the analyzed interview,
focus group interviews, diaries, and surveys – some quotes cover more codes. Table 7 shows
an overview of the number of coded quotes per study participant.
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Table 7. Number of Coded Quotes Per Person
Use

Dimension

Orientation

Objectives

Number
Codes

Exploration

Exploitation

Individual

Social

Utilitarian

Hedonic

A

12

23

10

7

13

17

72

B

10

26

10

7

16

17

86

C

13

18

22

7

18

22

100

D

5

10

7

1

5

5

33

E

11

34

21

5

17

27

115

F

18

23

23

10

20

19

113

G

21

41

33

8

35

24

162

H

6

6

10

2

6

7

37

I

11

25

22

3

14

10

85

J

8

20

9

3

8

15

63

K

10

18

15

1

7

14

65

L

22

35

25

9

24

26

141

M

13

31

10

1

9

34

98

N

3

16

6

6

11

8

50

O

10

20

6

6

7

14

63

173

346

229

76

210

259

1283

Code

of

Results
In the following, we conduct two separate analyses based on the data collected from the
longitudinal study; first, the three sets of competing forces identified in the Competing Forces
Framework; use, orientation, and objectives, are analyzed. We do this by summarizing the
framework dimensions and providing group level aggregated results from the empirical data.
We, furthermore, analyze the changes that occur over time to detect changes in assimilation
patterns in the three time line classifications: the probing phase, the informed phase, and the
proficient phase. The second analysis presents five distinct types of users that have been
identified as part of the study based on the collected qualitative data.
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Analyzing Competing Forces
Objectives: Utilitarian versus Hedonic
Users of mobile devices attempt to achieve certain objectives when choosing to adopt and
assimilate a mobile device and it has been established that such objectives can be productivityoriented; utilitarian, or pleasure-oriented; hedonic.
The analysis of the usage behavior of the fifteen mobile users shows that utilitarian objectives of
the iPhone can be categorized in the following categories: standard functionality,
communication, work, and other. Standard functionality, or applications, that are part of the
iPhone and are used frequently by users. These are the call function, text message function,
calendar, email, and browser. Communication covers functionality that enables communication
for utilitarian purposes, e.g. Skype for conducting inexpensive calls and modem for accessing
the Internet. Work refers to functions that improve work-related use of the iPhone, such as the
remote desktop, which allows users to access their desktop computer at home, or work, from
the iPhone, file sharing, using Microsoft Office readers, reading documents associated with
work, and finally dictionaries or translators. Other covers functionality that can be used for other
utilitarian purposes that do not fit into the above categories, such as maps, the alarm clock and
a password saver.
Hedonic use of the iPhone is mainly related to the following five categories: music,
entertainment, Web 2.0, camera, and other. Music includes listening to music on the integrated
iPod, listening to information-related content, such as radio, podcasts and audio books. Other
applications downloaded are applications that provide the possibility of controlling the stereo at
home or applications that recognize music tunes intercepted at any location. Entertainment
objectives cover to pure entertainment, such as watching YouTube clips or downloaded movies,
as well as downloading TV guide applications, and games. Web 2.0 technologies include
Facebook as the most popular application, LinkedIn and Twitter. Also, Skype and Messenger is
used to chat with friends, and information is accessed through Web 2.0 websites – including
Wikipedia and del.icio.us. Furthermore, the camera function is widespread and several users
downloaded a video camera application. The last category covers other applications, such as
health related applications, e.g. a run-tracking application and food applications. Table 8
summarizes the mobile use objectives related to utilitarian and hedonic use of the iPhone.
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Table 8. Mobile Use Objectives
Utilitarian Objectives

Standard functionality

Hedonic Objectives

•
•

Call

Music

Short Message

•
•

Service (SMS)

Communication

•

Calendar

•

Email

•

Browser

•

Voice over Internet

Work

•

•

Entertainment

•

TV: YouTube, movie download, TV
guide

Web 2.0

•

Games: Puzzles, adventure, sports

•

Reading (non-work)

•

Social media: Facebook, LinkedIn,

client

Other

Functionality: Stereo remote, music
recognition

Modem

Remote desktop

Information: Radio, podcasts, audio
books

Protocol (VoIP)
•

iPod music playlists

Twitter

•

File Sharing

•

Chat through Messenger, Skype

•

Microsoft Office

•

Information: Wikipedia, del.icio.us

•

Reading (work)

•

Dictionaries

•

Maps

•

Camera

•

Password Saver

Camera

•

Camera zoom

•

Alarm

•

Video camera

•

Subway map
•

Sport

•

Food

Other

The aggregated survey data show different interesting results related to utilitarian and hedonic
usage objectives of the iPhones. The surveys show the perceived functional usage over time,
and reveal that the study participants mainly use their mobile device for utilitarian purposes
though they use it increasingly for hedonic purposes over time. However, when asked how
much of their mobile device usage is for personal, or social, activities and how much is work- or
school related activities they respond that their mobile usage is mainly for personal activities –
see table 9. This result implies that even though the study participants use their mobile phone
primarily for utilitarian purposes, the perception is that they only use it for work approximately
twenty five percent over the seven-month period.
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Table 9. Mobile Usage Over Time in Percent
Utilitarian Usage

Hedonic Usage

Phase

Probing

Informed

Proficient

Phase

Probing

Informed

Proficient

Standard functions

85

67

67

Music

1

1

3

Communication

0

1

3

Entertainment

2

6

6

Work

1

5

2

Web 2.0

1

5

7

Other

7

11

9

Camera

3

4

3

Personal and Work-related Usage over Time

Utilitarian
Hedonic

Personal

40
20

Work

60

Personal

80

Work

100

90
80
70
60
50
40
30
20
10
0
Personal

120

Work

Utilitarian and Hedonic Usage over Time

0
Probing Informed Proficient

Probing

Informed

Proficient

The actual usage data from the network provider and the perceived usage data from the
surveys allow for a comparison of the perceived versus actual usage related to phone calling,
text messaging and Internet access. As the iPhone is a new type of mobile device that allows
easy access to the Internet through the large touch screen as well as the App store, which
contains several hundred thousand third party applications, it is of interest to observe whether
Internet usage has changed over time and how this may have changed overall usage over time.
Perceived usage over time has been studied through the surveys, where study participants
stated how much of their time they spent on different functions on their mobile device. Actual
usage data per person were aggregated and calculated into percent of overall usage per person
and then aggregated again to find overall usage in percent. The results show that the mobile
users perceive their mobile usage overall to be high in the probing phase, then it declines in the
informed phase to increase again in the proficient phase. The actual usage pattern, however,
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shows that over time both phone calls, text messages and Internet access increases. The
mobile users have, hence, embraced the new utilities offered by the iPhone extensively.
Table 10. Mobile Usage Over Time
Perceived Usage Aggregated data

Actual Usage Aggregated Data

80

60

70

50

60
40

50
Probing

30

Informed
20

Proficient

10

Probing

40

Informed

30

Proficient

20
10

0

0
Calls

SMS

Internet

Calls

SMS

Internet

In the following the means, or the usage processes, are presented. Means are the forces
through which the users sustain themselves and attain the utilitarian and hedonic outcomes,
and the means are expressed through focus; i.e. individual and social orientation; and use; i.e.
exploration and exploitation.
Focus: Individual Orientation versus Social Orientation
Prior research has demonstrated that individual psychological processes are subject to social
influences, and that emphasis may shift from social influence when individual orientation is
prevailing. On the other hand, social influence may prevail, and social influence can be
informational, normative, based on competitive concerns, or based on social learning. Individual
orientation seems to be prevalent; however, social forces also influence the usage behaviors of
the fifteen study participants.
[Here we will describe the individual orientation results]
Social orientation is evident at different levels; the social group, the wider network, and web
communities influence individual members. Furthermore, individual members of the social group
experience that they seem to influence others – in the group and in the wider network.
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Figure 3. Individual and Social Influences
Influences between individual members and social networks

% participants
being influenced

Individual member

Social group

93%

27%

Wider network

20%

7%

Web community

40%

0%

Figure 3 shows the possible individual and social influences observed by the study participants.
Individual members can be influenced by the social group participating in the study, their wider
network; i.e. their relationships outside the group; and through information from web
communities. Similarly, the participants observed that they in some cases influenced the social
group, their wider network, or a web community by posting reviews based on their iPhone
usage. 93% of the study participants state that they have been influenced by the social group in
their usage behaviors, and 27% claim to have influenced other members of the group as well.
20% of the users have been influenced by their wider network and 7% note that they have
influenced their wider network as well. Finally, 40% of the users have been influenced by a web
community in their assimilation behaviors, while none of the users believe they have influences
a community.
Table 11. Mobile Usage Over Time
Social Influence
Informational
93%

Group Behavior
Normative
0%

Competitive
53%

Learning
27%

Fact finding
27%

Entertainment
33%

When looking closer at the types of social influence, experienced by the users’, it is evident that
almost all users – 93% - have experienced informational influence, 0% has experienced
normative influence, 53% have competitive concerns, and 27% have experienced social
learning. While social influences among members of the group are interesting observations, it is
furthermore useful to consider group behavior, which covers iPhone usage behaviors with two
or more users. We found evidence that such group behaviors exists, as 27% of the users
explicitly state that they use the iPhone as a fact finding tool when discussing with friends. 33%
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of the mobile users note that they listen to music, watch YouTube or TV, or play games with
their friends.
Apart from the above results, the collected data also provide information about actual interaction
with others in the group during the study period. The actual phone usage over time reveals how
often the fifteen users are in contact with each other through phone calls and text messages,
and how large a percentage of their calls and text messages are sent within the network. These
numbers are interesting, as they tell us whether the strength of the ties in the network changes
over timer or whether changes in assimilation behavior can be attributed stronger relations with
others in the network.
The actual network data reveal that a very small percentage of calls occur within the social
network; the percentage of calls within the group of fifteen resembles a bell curve: in the probing
phase, on average 6% of all calls were made within the network and 94% of all calls were made
to people outside the network. In the informed and proficient phases, 10% and 4% of all calls
were made within the network. A higher number of text messages were sent within the network,
however, still a rather small percentage of all messages – and declining over time; in the
probing phase, 24% of all sent text messages were sent inside the network, and in the informed
and proficient phase, the numbers had declined to 16% and 7%.
Table 12. Call and SMS Inside and Outside Social Network Over Time
Calls Made Inside and Outside Network

SMS Sent Inside and Outside Network

100%

100%

90%

90%

80%

80%

70%

70%

60%

60%

50%

Outside network

50%

Outside network

40%

In network

40%

In network

30%

30%

20%

20%

10%

10%

0%

0%
Probing Informed Proficient

Probing Informed Proficient

The call data, furthermore, show that 33% (five users) do not call anybody in the group at all
during the study period. 33% call other subjects in the group 1% of the time during the period,
and 33% call others in the group approximately 7-8% of the time.
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For text messaging, the data show that 33% (five users) do not text any of the others in the
group during the study period. Of the five people, four (27%) are the exact same persons, who
do not call any of the others during the study period either. It can, hence, be assumed that these
4-5 people primarily interact with the rest of the social group for study purposes while on
premises. The rest of the group seems to be communicating more with each other; 27% send
on average 1% of their text messages, and 40% send on average 16% of their text messages,
to others in the social network.
Focus: Exploration versus Exploitation
[This section will contain an analysis of the aggregated group data on the exploration versus the
exploitation dimension. The section starts by summarizing what the core idea behind exploration
and exploitation is, and continues with the analysis, and again, we try to look at changes
occurring over time.]

Analyzing Types of Adopters
The fifteen adopters were prompted to adopt the iPhone in September 2008, and subsequently
they assimilated the iPhone following different patterns of behavior. In the following, four
different types of users encountered in the study, are presented based on primarily interviews,
focus groups and media diaries. We have identified the following mobile user types: the
skeptically interested, the openly attracted, the emotionally possessive, the casually playful, and
the minimally engaging.

Table 12. Types of Adopters
The Openly Attracted Mobile User

The Minimally Engaging Mobile User

•

Curious

•

Social

•

Anonymous

•

Open

•

Participatory

•

Majority

•

Aesthetic

•

Needed it

•

Disengaged

•

Positive

•

Addicted

•

Provisional use of phone

The Skeptically Interested Mobile User

The Emotionally Possessive Mobile User

•

Technical

•

Annoying

•

“Stealing”

•

Conservative

•

Supercilious

•

Open

•

Curious

•

Do not need it

•

Possessive

•

Gadgets

•

Emotional
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[A description of the four types will follow in this section.]

Discussion
[In this section, we discuss the results and the analysis in relation to previous literature on
identified forces.]

Conclusion
[In this section, we discuss the implications for academics as well as practitioners and conclude
the paper.]

References
Ajzen, I., & Fishbein, M. Understanding Attitudes and Predicting Social Behavior, Englewood
Cliffs, NJ: Prentice-Hall, 1980.
Ajzen, I. “From Intentions to Actions: A Theory of Planned Behaviour,” In J. Kuhl & J. Beckmann
(Eds.), Action-Control: From Cognition to Behavior, Heidelberg: Springer, 1985, pp. 11-39.
Al-Natour, S. and Benbasat, I. “The Adoption and Use of IT Artifacts: A New Interaction-Centric
Model for the Study of User-Artifact Relationships,” Journal of the Association for Information
Systems, (10:9), 2009, pp. 661-685.
Aram, J. D. Dilemmas of Administrative Behavior, Englewood Cliffs, NJ: Prentice-Hall, 1976.
Armstrong, C. P., and Sambamurthy, V. “Information Technology Assimilation in Firms: The
Influence of Senior Leadership and IT Infrastructures,” Information Systems Research (10:4),
1999, pp. 304-327.
Arnold, M. “On the Phenomenology of Technology: The ‘Janus-Faces’ of Mobile Phones,”
Information and Organization (13:2), 2003, pp. 31–256.
Bajwa, D.S., Garcia, J.E. and Mooney, T. “An Integrative Framework for the Assimilation of
Enterprise Resource Planning Systems: Phases, Antecedents, and Outcomes,” Journal of
Computer Information Systems (44), 2004, pp. 81-90.
Bar, F., Pisani, F. and Weber, M. “Mobile Technology Appropriation in a Distant Mirror: Baroque
infiltration, Creolization, and Cannibalism,” Seminario sobre Desarrollo Económico, Desarrollo
Social y Comunicaciones Móviles en América Latina, Buenos Aires, Argentina, 2007, Retrieved
from: http://arnic.info/Papers/Bar_Pisani_Weber_appropriation-April07.pdf

30

Sprouts - http://sprouts.aisnet.org/10-74

Bauer, H. H., Reichardt, T., Barnes, S. J. and Neumann, M. M. “Driving Consumer Acceptance
of Mobile Marketing: A Theoretical Framework and Empirical Study,” Journal of Electronic
Commerce Research, (6:3), 2005, pp. 181-192.
Baum et al. (2000)
Bergman, E., Information Appliances and Beyond, San Francisco, CA: Morgan, Kauffman,
2000.
Bovard, E. W. “Group Structure and Perception,” Journal of Abnormal and Social Psychology,
(46), 1951, pp. 398-405.
Bruner, G. C. and Kumar, A. “Explaining Consumer Acceptance of Handheld Internet Devices,”
Journal of Business Research (58:5), 2005, pp. 553-558.
Burt, R.S. Structural Holes: The Social Structure of Competition, Cambridge, MA: Harvard
University Press, 1995.
Cameron, K. S. “Effectiveness as Paradox: Consensus and Conflict in Conceptions of
Organizational Effectiveness,” Management Science (32), 1986, pp. 539-553.
Campbell, S. W. and Russo, T. C. “The Social Construction of Mobile Telephony: An Application
of the Social Influence Model to Perceptions and Uses of Mobile Phones within Personal
Communication Networks,” Communication Monographs (70:4), 2003, pp. 317-334.
Carlsson, C., Carlsson, J, Hyvönen, K., Puhakainen, J., and Walden, P. “Adoption of Mobile
Devices/Services -Searching for Answers with the UTAUT,” in Proceedings of the 39th Hawaii
International Conference on System Sciences, Sprague, R.H. (eds), IEEE Computer Society
Press, Los Alamitos, CA: 2000, pp. 132-142.
Carroll, J., Haward, S., Peck, J., and Murphy, J. “A Field Study of Perceptions and Use of
Mobile Telephones by 16 to 22 Year Olds,” Journal of Information Technology Theory and
Application (4:2), 2002, pp. 49-62.
Carroll, J. “Completing Design in Use: Closing the Appropriation Cycle,” In Proceedings of the
Twelfth European Conference on Information Systems (ECIS 2004), Turku, Finland, 2004.
Chatterjee, D., Grewal, R., and Sambamurthy, V. “Shaping Up for E-Commerce: Institutional
Enablers of the Organizational Assimilation of Web Technologies”, MIS Quarterly, (26:2), 2002,
pp. 65-89.

31

Sprouts - http://sprouts.aisnet.org/10-74

Ciborra, C., Braa, K., Cordella, A., Dahlbom, B., Failla, A., Hanseth, O., Hepso, V., Ljungberg,
J., Monteiro, E., and Simon, K. A., From Control to Drift: The Dynamics of Corporate Information
Infrastructures, Oxford University Press, Oxford, 2000.
Coleman, J.S., Katz, E. and Menzel, H. Medical Innovation: A Diffusion Study, Indianapolis:
Bobbs-Merrill, 1966.
Creusen, M. E. H. and Schoormans, J. P. L. “The Different Roles of Product Appearance in
Consumer Choice,” The Journal of Product Innovation Management (22), 2005, pp. 63-81.
Dahlberg, T. & Mallat, N. “Mobile Payment Service Development – Managerial Implications of
Consumer Value Perceptions,” in Proceedings of the 10th European Conference on Information
Systems (ECIS), Gdansk, Poland, June 6–8, 2002.
Dahlbom, B. and Mathiassen, L. Computers in Context. The Philosophy and Practice of
Systems Design, Oxford: Blackwell, 1993.
Davis, F. D. “Perceived Usefulness, Perceived Ease of Use, and User Acceptance of
Information Technology,” MIS Quarterly (13:3), 1989, pp. 319-340.
Davis, F. D., Bagozzi, R. P. and Warshaw, R. R.: “User Acceptance of Computer Technology: A
Comparison of Two Theoretical Models,” Management Science (35:8), 1989, pp. 982-1003.
Deci, E. L. and Ryan, R. M.: Intrinsic Motivation and Self-Determination in Human Behavior,
New York: Plenum Press: 1985.
Delaney, P., Timbrell, G., and Chan, T. “A Marxian Model of Technology Appropriation,” in
Proceedings of JAIS Theory Development Workshop, Sprouts: Working Papers on Information
Systems, 2008, (8:28). http://sprouts.aisnet.org/8-28
DeLone, W. H., McLean, E. R. “Information Systems Success: The Quest for the Dependant
Variable,” Information Systems Research (3:1), 1992, pp. 60–95.
Deutsch, M. and Gerard, H. B. “A Study of Normative and Informational Social Influences upon
Individual Judgment.” Journal of Abnormal and Social Psychology (51), 1955, pp. 629-36.
Economist Intelligence Unit, "E-Readiness Rankings 2008 - Maintaining momentum,"
http://www.eiu.com, last accessed 17 July 2008.
Eisenhardt, K.M. "Building theories from case study research," Academy of Management
Review, (14:4), 1989, pp. 532–550.

32

Sprouts - http://sprouts.aisnet.org/10-74

Fichman, R. G. “The Diffusion and Assimilation of Information Technology Innovations,” in R.
Zmud, (ed.) Framing the Domains of IT Management: Projecting the Future through the Past.
Pinnaflex Publishing, Cincinnati, OH., 2000.
Fichman, R. G. And Kemerer, C. “The Assimilation of Software Process Innovation: An
Organizational Learning Perspective,” Management Science (43:10). 1997, pp. 1345–1363.
Gallivan, M.J. “Organizational Adoption and Assimilation of Complex Technological Innovations:
Development and Application of a New Framework,” Database (32:3), 2001, pp. 51–85.
Gefen, D., Karahanna, E. and Straub, D. W. “Trust and TAM in Online Shopping: An Integrated
Model,” MIS Quarterly (57:1), 2003, pp. 51-90.
Georgopoulos, B. S. and Tannenbaum, A. S. “A Study of Organizational Effectiveness,”
American Sociological Review, 1957, (22:5), pp. 534-540.
Grönroos, C. “Value-driven Relational Marketing: From Products to Resources and
Competences,” Journal of Marketing Management (13:5), 1997, pp. 407-439.
Gupta, A. K., Smith, K. G. and Shalley, C. E. “The Interplay Between Exploration and
Exploitation,” Academy of Management Journal, (49:4), 2006, pp. 693-706.
Haghirian, P. and Madlberger, M. “Consumer Attitude Toward Advertising via Mobile Devices –
An Empirical Investigation Among Austrian Users,” in Proceedings of the Thirteenth European
Conference on Information Systems (ECIS), Regensburg, Germany, May 26-28, 2005.
Harrison, G. W. and List, J. A. “Field Experiments,” Journal of Economic Literature (42:4), 2004,
pp. 1013-1059.
Harrington S. J. and Ruppel C. P., “Telecommuting: a Test of Trust, Competing Values, and
Relative Advantage,” IEEE Transactions on Professional Communication (42:4), 1999, pp. 223
– 239.
Hassenzahl, M., Platz, A., Burmester, M., and Lehner, K. “Hedonic and Ergonomic Quality
Aspects Determine a Software’s Appeal,” In Proceedings of the CHI 2000 Conference on
Human Factors in Computing Systems, New York: ACM, Addison-Wesley, 2000, pp. 201–208.
Hirschman, E. C, and Holbrook, M. B. “Hedonic Consumption: Emerging Concepts, Methods
and Propositions," Journal of Marketing, 1982, (46:3), pp. 92-101.
Holbrook, M. B., and Hirschman, E. C. “The Experiential Aspects of Consumption: Consumer
Fantasies, Feelings, and Fun,” Journal of Consumer Research, (9:2), 1982, pp. 132-140.
33

Sprouts - http://sprouts.aisnet.org/10-74

Hong, S.J., and Tam, K. Y. “Understanding the Adoption of Multipurpose Information
Appliances,” Information Systems Research, (17:2), 2006, pp. 162–179.
Jahoda, M. “Conformity and Independence: A Psychological Analysis,” Human Relations, (12),
1959, pp. 99-120.
Jarvenpaa, S. L. and Ives, P. “Executive Involvement and Participation in the Management of
Information Technology,” MIS Quarterly (15), 1991, pp. 205-227.
Kane, G. C. and Alavi, M. “Information Technology and Organizational Learning: An
Investigation of Exploration and Exploitation Processes,” Organization Science, (18:5), 2007,
pp. 796-812.
Katz, R.S., and Lazarsfeld, P.F. Personal Influence, Glencoe: The Free Press, 1955.
Khalifa, M. and Cheng, S. K. N. “Adoption of Mobile Commerce: Role of Exposure,” in
Proceedings of the 35th Hawaii International Conference on System Sciences, 2002, pp 1-7.
Kim, H., Kim, J. Lee, Y., Chae, M. and Choi, Y. “An Empirical Study of the Use Contexts and
Usability Problems in Mobile Internet,” in Proceedings of the 35th Hawaii International
Conference on System Sciences, 2002.
Lang, K. R. and Jarvenpaa, S. “Managing the Paradoxes of Mobile Technology,” Information
Systems Management, (22:4), 2005, pp. 7-23.
Laukkanen, T. and Lauronen, J. “Consumer Value Creation in Mobile Banking Services,”
International Journal of Mobile Communications, (3:4), 2005, pp.325–338.
Leclercq, A. “Key Success Factors of Mobile Technology Implementation within Firms,” Journal
of International Value Chain Management (2:1), 2008, pp. 119-129.
Lee, J., Lee. J. and Lee, H. “Exploration and Exploitation in the Presence of Network
Externalities,” Management Science, (49:4), 2003, pp. 553-570.
Lee, S., Shin, B. and Lee, H. G. “Understanding Post-adoption Usage of Mobile Data Services:
The Role of Supplier-side Variables,” Journal of the Association for Information Systems,
(10:12), 2009, pp. 860-888.
Mahler, A. and Rogers, E. M. “The Diffusion of Interactive Communication Innovations and the
Critical Mass - the Adoption of Telecommunications Services by German Banks,”
Telecommunications Policy (23), 1999, pp. 719-740.

34

Sprouts - http://sprouts.aisnet.org/10-74

Mahmood, M. and Soon, S. K. “A Comprehensive Model for Measuring the Potential Impact of
Information Technology on Organizational Strategic Variables,” Decision Sciences (22:4), 1991,
pp. 869-897.
March, J. “Exploration and Exploitation in Organizational Learning,” Organization Science, (2:1),
1991, pp. 71-87.
Meehan A. “The Impact of Mobile Data Terminal (MDT) Information Technology on
Communication and Recordkeeping in Patrol Work,” Qualitative Sociology, 1998, 21, pp. 225–
254.
Meyer, A. D., J. B. Goes. “Organizational Assimilation of Innovations: A Multilevel Contextual
Analysis,” Academy of Management Journal (31:4), 1988, pp. 897–923.
Mick, D.G. and Fournier, S. “Paradoxes of Technology: Consumer Cognizance, Emotions, and
Coping Strategies,” Journal of Consumer Research (25), 1998, pp. 123–143.
Mintzberg, H. and Waters, J. A. “Of Strategies, Deliberate and Emergent,” Strategic
Management Journal (6:3), 1985, pp. 257-272.
Moore, G. C. and Benbasat, I. “Development of an Instrument to Measure the Perceptions of
Adopting an Information Technology Innovation,” Information Systems Research (2:3), 1991, pp
173-191.
Neuendorf, K. A. The Content Analysis Guidebook, Sage, Thousand Oaks, CA: 2002.
Nippert-Eng C. Home and Work: Negotiating Boundaries through Everyday Life, University of
Chicago Press, Chicago IL: 1996.
Orlikowski, W.J. & Baroudi, J.J. "Studying Information Technology in Organizations: Research
Approaches and Assumptions", Information Systems Research (2) 1991, pp. 1-28.
Palen, L., Salzman, M. and E. Young, “Discovery and Integration of Mobile Communications in
Everyday Life,” Personal and Ubiquitous Computing, (5:2), 2001, pp. 109–122.
Parker K. L. “Extension, Leadership Styles of Agricultural Communications and Information
Technology Managers: What Does the Competing Values Framework Tell Us About Them?,”
Journal of Extension (42:1), 2004. Online: http://www.joe.org/joe/2004february/a1.php
Pavlou, P. A. “Consumer Acceptance of Electronic Commerce: Integrating Trust and Risk with
the Technology Acceptance Model,” International Journal of Electronic Commerce (7:3), 2003,
pp. 101-134.
35

Sprouts - http://sprouts.aisnet.org/10-74

Pavlou, P. A. and Fygenson, M. “Understanding and Predicting Electronic Commerce Adoption:
An Extention of the Theory of Planned Behavior,” MIS Quarterly (30), 2006, pp. 1.
Poole, M. S., and Van de Ven, A. H. “Using Paradox to Build Management and Organization
Theories,” Academy of Management Review (14), 1989, pp. 562-578.
Porter, M. Competitive Advantage, New York: The Free Press, 1985.
Porter, M. E. and Millar, V. E. “How Information Gives you Competitive Advantage,” Harvard
Business Review (63:4), 1985, pp. 149-160.
Purvis, R. L., Sambamurthy, V. and Zmud, R. W. “The Assimilation of Knowledge Platforms in
Organizations: An Empirical Investigation,” Organization Science (12:2), 2001, pp. 117–135.
Quine, W. V. “The Ways of Paradox and Other Essays,” New York: Random House, 1966.
Quinn, R. E. and Rohrbaugh, J. “A Competing Values Approach to Organizational
Effectiveness,” Public Productivity Review (5), 1981, pp. 122-140.
Quinn, R. E. and Rohrbaugh, J. “A Spatial Model of Effectiveness Criteria: Towards a
Competing Values Approach to Organizational Analysis,” Management Science (29:3), 1983,
pp. 363-377.
Rogers, M. E. Diffusion of Innovations, New York, NY: The Free Press, 2003.
Sabherwal, R. and King, W. R. “An Empirical Taxonomy of the Decision-making Processes
Concerning Strategic Applications of Information Systems,” Journal of MIS (11:4), 1995, pp.
177-214.
Sarker, S. & Wells, J., (2003): Understanding Mobile Wireless Device Use and Adoption.
Communications of the ACM, (46:12), 35-40.
Sarker, S., Valacich, J. S. and Sarker, S. “Technology Adoption by Groups: A Valence
Perspective,” Journal of the Association for Information Systems, (6:2), 2005, pp. 37-71.
Scheepers, H., and Scheepers, R. “The Implementation of Mobile Technology in Organizations:
Expanding Individual Use Contexts,” in Proceedings of the 25th International Conference on
Information Systems, R. Agarwal, L. Kirsch, and J. I. DeGross (eds.), Washington, DC,
December 12-15, 2004, pp. 171-181.
Shapiro, C. and Varian, H. R. Information Rules: A strategic Guide to the Network Economy,
Harvard Business School Press, Boston, Mass., 1999.

36

Sprouts - http://sprouts.aisnet.org/10-74

Singletary, M. V. Mass Communication Research: Contemporary Methods and Applications,
Bostoon: Addison-Wesley, 1993.
Solo, R. “The Capacity to Assimilate an Advanced Technology,” American Economic Review
Papers and Proceedings (56:2), 1966, pp. 91-97.
Tarde, G., H. Warren, and Baldwin, J. M. Social Laws: An Outline of Sociology (1899),
Norwood, MA: Norwood Press, 2008.
Teddlie, C. and Yu, F., "Mixed Methods Sampling - A Typology with Examples," Journal of
Mixed Methods Research, 2007, (1:1), pp. 77-100.
Tinsley, H. E. A. and Weiss, D. J. “Interrater Reliability and Agreement of Subjective
Judgements,” Journal of Counseling Psychology, (22), 1975, pp. 358-376.
Tinsley, H. E. A. and Weiss, D. J. “Interrater Reliability and Agreement” in Tinsley, H. E. A. and
Brown, S. D. (Eds.) Handbook of Applied Multivariate Statistics and Mathematical Modeling,
2000, pp. 95-124, San Diego, CA: Academic Press.
Tscherning, H., Mathiassen, L. “Early Adoption of Mobile Devices: A Social Network
Perspective,” Journal of Information Technology Theory and Application, (11:1), 2010, 23-42.
Truex, D., Baskerville, R. and Klein, H. ”Growing Systems in Emergent Organizations,”
Communications of the ACM, (42:8), 1999, pp. 117-123.
Van der Heijden, H. “User Acceptance of Hedonic Information Systems,” MIS Quarterly, (28:4),
2004, pp. 695-704.
Van der Heijden, H., Ogertschnig M., and van der Gaast L. “Effects of Context Relevance and
Perceived Risk on User Acceptance of Mobile Information Services,” In Proceedings of the
Thirteenth European Conference on Information Systems (ECIS), Regensburg, Germany, May
26-28, 2005.
Venkatesh, V. Morris, M. G. Davis, G. B. and Davis, F. D. “User acceptance of information
technology: Toward a unified view,” MIS Quarterly (27), 2003, pp. 425-478.
Walden, E. A. and Browne, G. J. “Sequential Adoption Theory: A Theory for Understanding
Herding Behavior in Early Adoption of Novel Technologies,” Journal of the Association for
Information Systems, (10:1), 2009, pp. 31-62.
Wang, S. and W. Cheung. “E-Business Adoption by Travel Agencies: Prime Candidates for
Mobile e-Business,” International Journal of Electronic Commerce (8:3), 2004, pp. 43–63.
37

Sprouts - http://sprouts.aisnet.org/10-74

Whakefield, R. L. and Whitten, D. “Mobile Computing: A User Study on Hedonic/Utilitarian
Mobile Device Usage,” European Journal of Information Systems (15), 2006, pp. 292-300.
Wong, V., Shaw, V., and Sher, J. H. “Effective Organization and Management of Technology
Assimilation. The Case of Taiwanese Information Technology Firms, Industrial Marketing,”
Management (27:5), 1998, pp. 213-227.
Wiredu, G. O. “User Appropriation of Mobile Technologies: Motives, Conditions, and Design
Properties,” Information and Organization, (17), 2007, pp. 110-129.
Yang, O. and Shao, Y. E. “Shared Leadership in Self-managed Teams: A Competing Values
Approach,” Total Quality Management (7:5), 1996, pp. 521-534.
Yukl, G. A. (1989), Leadership in Organizations, 2nd ed., Englewood Cliffs, NJ: Prentice-Hall.
Zhu K., Kraemer, K. L and Xu, S. “The Process of Innovation Assimilation by Firms in Different
Countries: a Technology Diffusion Perspective on e-business,” Management Science (52:10),
2006, pp.1557–1576.

38

Sprouts - http://sprouts.aisnet.org/10-74

Working Papers on Information Systems | ISSN 1535-6078
Editors:
Michel Avital, University of Amsterdam
Kevin Crowston, Syracuse University
Advisory Board:

Editorial Board:

Kalle Lyytinen, Case Western Reserve University
Roger Clarke, Australian National University
Sue Conger, University of Dallas
Marco De Marco, Universita’ Cattolica di Milano
Guy Fitzgerald, Brunel University
Rudy Hirschheim, Louisiana State University
Blake Ives, University of Houston
Sirkka Jarvenpaa, University of Texas at Austin
John King, University of Michigan
Rik Maes, University of Amsterdam
Dan Robey, Georgia State University
Frantz Rowe, University of Nantes
Detmar Straub, Georgia State University
Richard T. Watson, University of Georgia
Ron Weber, Monash University
Kwok Kee Wei, City University of Hong Kong

Margunn Aanestad, University of Oslo
Steven Alter, University of San Francisco
Egon Berghout, University of Groningen
Bo-Christer Bjork, Hanken School of Economics
Tony Bryant, Leeds Metropolitan University
Erran Carmel, American University
Kieran Conboy, National U. of Ireland Galway
Jan Damsgaard, Copenhagen Business School
Robert Davison, City University of Hong Kong
Guido Dedene, Katholieke Universiteit Leuven
Alan Dennis, Indiana University
Brian Fitzgerald, University of Limerick
Ole Hanseth, University of Oslo
Ola Henfridsson, Viktoria Institute
Sid Huff, Victoria University of Wellington
Ard Huizing, University of Amsterdam
Lucas Introna, Lancaster University
Panos Ipeirotis, New York University
Robert Mason, University of Washington
John Mooney, Pepperdine University
Steve Sawyer, Pennsylvania State University
Virpi Tuunainen, Helsinki School of Economics
Francesco Virili, Universita' degli Studi di Cassino

Sponsors:
Association for Information Systems (AIS)
AIM
itAIS
Addis Ababa University, Ethiopia
American University, USA
Case Western Reserve University, USA
City University of Hong Kong, China
Copenhagen Business School, Denmark
Hanken School of Economics, Finland
Helsinki School of Economics, Finland
Indiana University, USA
Katholieke Universiteit Leuven, Belgium
Lancaster University, UK
Leeds Metropolitan University, UK
National University of Ireland Galway, Ireland
New York University, USA
Pennsylvania State University, USA
Pepperdine University, USA
Syracuse University, USA
University of Amsterdam, Netherlands
University of Dallas, USA
University of Georgia, USA
University of Groningen, Netherlands
University of Limerick, Ireland
University of Oslo, Norway
University of San Francisco, USA
University of Washington, USA
Victoria University of Wellington, New Zealand
Viktoria Institute, Sweden

Managing Editor:
Bas Smit, University of Amsterdam

Office:
Sprouts
University of Amsterdam
Roetersstraat 11, Room E 2.74
1018 WB Amsterdam, Netherlands
Email: admin@sprouts.aisnet.org

